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Section A



The main problem that Micronutrients Canada currently faces is the decision for their market target as they are in dilemma. The dilemma is that they are not able to choose which is which to be their target market between commercial and the markets to present their new product “New GrowTM”. In addition to this is that they have another challenge of choosing the strategy on how they will position their product.
The micronutrients Canada Company is undergoing these problems simply by considering the fact they are new as a developing company in which it is launching a certain new product. The other issue is that the product is merely new and unknown to the general public. As such the company finds it hard to decide which segment or market to present their new product between the commercial or the consumer markets. 
Section B
SWOT Analysis
Strengths
Company’s size
From our research, it was clear that the company is composed of a small development team. The small teams are made up of a financial accountant and four engineers. Thus, this forms a strength as it provides ease towards continual training and improvement. 
Directing component
According to the new product GrowTM , highly reduces the need for manual watering when used in a variety of grasses. This also forms another strength in that, this product will be in a position to offer reliable efficient systems for the consumers.
Quality Assured
For this, it suggests that manual watering which is employed in most varieties of grass will be effectively reduced simply by the use of the new product GrowTM. It was verified before intensive testing in the laboratory. This will be regarded as a significant strength in that if used by the new consumer he/she will have a lot of confidence for the above new product. 
Versatile facilities of production
Every facility for the production of GrowTM is leased. This becomes a strength for the company in that, it will update the facility or the equipment at any given time to acquire the latest technology so as the product will always remain in a competitive state. Similarly, the rental company will be at ease to repair equipment so as the company will be in a strategic position to save all costs for maintenance of the production facilities. 
Weaknesses
Management
Both Ms. Brenda Smith and the CEO Mr. John Millis, have contrary views based on the new product marketing strategy. This is because one is advocating for the commercial market while the other one is advocating for the consumer market. Therefore, being a new product and the high-level staff that is involved in planning strategy do have great differences based on opinions. This will eventually result in making the company unharmonious as later will lead to instability for the welfare of the company development. Due to this, it forms a weak point of Macronutrients Canada.
Finance
It will be noted that the financial funds are always limited based on the fact that this is a startup company. Being subjected to this condition does not allow the macronutrients company to grow much in production capacity in a period of two years. Therefore, they will not be able to have an increase in their total capacity in an effort to get more profit. For any company, if there is no profit it becomes difficult to have an expansion capital that will be used to increase the total capacity. As a result, it will automatically develop a vicious cycle. 
Limited experience
The fact being that, Macronutrients Canada Company is a new company which was incorporated like a year ago. This will suggest that it automatically lacks the experience which is essential in foreseeing the valuable market changes. In that, they have not yet created a popular name that will be in a position to gain the trust of the consumers. In addition, they have not yet also tested the market to be aware of what works and what does not work. Following this, the company is expected to encounter several mistakes of which they were to avoid if the company had the experience, knowledge, and expertise which accompany the more seasoned companies.
Reputation
The fact being that Macronutrients Canada is a new company, it will therefore lack the development of a high reputation in the industry.  Therefore with the underdeveloped reputation, it is likely to affect the intention of the consumer’s buying intentions accompanied by the buying power. This makes another weakness of this company. 


Appearance 
The macronutrients Canada’s new product GrowTM is seen to be very similar to the currently available brands as much as lawn fertilizer is concerned. Thus this will be a weakness in that its packaging will not be different from the other brand packaging. Therefore the consumers will not understand the niche or the identity of this new product specifically. 
Absence of market team 
Under this, we will all agree that this new company lacks a marketing team. This is because this company is small I which it is composed of only 1 financial accountant and 4 agricultural engineers. Thus by lacking the marketing team it will be a weakness in that the Macronutrients Canada Company is to launch a new product to the existing market. As it lacks the marketing team which will be in charge of pricing strategy, advertising, extensive market research as well as developing the marketing strategy of the company. The absence of this will negatively impact this new company. 
Opportunities 
Social-Cultural
By our research it is recorded that gardening was highly increasing in Canada. This was evident in 2018 that $ 4.3 billion which Canadians were to spent in gardening based on retailer level. In addition, it was that the consumption of fertilizer was to account for approximately 2 billion. This presents a significant opportunity for the company is they will be in a position to capitalize on the interests of Canadians based on gardening for their consumer market more so the implementation of their new product "New GrowTM 
Socio-cultural 
For the Canadian citizens regarding the consumer market, they do not have strong preferences towards the brands this is to say that they don't possess brand loyalty. This was evident from the research conducted in which 7/10 consumers had no preference to alleging towards a certain existing brand.  This, therefore, presents a great opportunity in which it will outline that all these consumers are likely to be receptive or open towards a launch of a new product in the market for this case being New GrowTM. The will make the Macronutrients Canada company be in a position of being a product of choice as well as winning over the consumers.
Demographic
It is a fact that the Canadian population is forecasted to have a 1% increase yearly for the next few years. This brings another opportunity in that the population will increase as well as the consumer target market is set to increase. 
Competitive 
The new product is seen to have an advantage over the existing brands in terms of price since it is slightly lowered from the other brand prices. For example, the 10kg Turf Builder is $24.49, 2.5 Miracle Glow garden/lawn costs $ 12.95 as the 10 Kg NewGrowTM will cost $ 22.50. Thus this will be an opportunity for the company as it will attract the most number of consumers to buy this new product. 
Even though the top brands for the consumer market especially Turf Builder was not aimed towards the lawn market. The other Brand by the name miracle Grow is not in a position to build a strong association between the lawn fertilizer and brand name. in a contrast, since Macronutrients is a brand company that mainly focusses on her lawn care product, this makes it to have an opportunity in making consumers to highly think of New GrowTM to be more reliable as well as the professional lawn care product. 
Environment
Due to the rapid rate of housing demand in Canada, thus there will be the conversion of farmland towards residential properties will increase. This presents another opportunity for the Macronutrients Canada Company in that the gardening market is expected to increase by 4% annually. 
Threats
Environment 
It is noted that the golf courses form a major source of groundwater pollution.  It is evident that the usage of fertilizer and frequent watering manually creates a chemical build-up. This, therefore, forms thresh towards the golf course segment based in the commercial market; this is because it does not only cause water pollution but also the leading to bad publicity. This therefore it will damage the brand as it will also paint a negative image regarding the new brand in the mind of the consumer.  
Social-Cultural 
Based on the commercial market, being the fact that the population of golf has decreased by 15% considering the past 5 years, a lot of golf courses have been crossed since the business has fallen.  These presents thresh towards the company due to the closure or bankruptcy of the golf courses who are also the potential customers of the Macronutrients Company.  This will be termed to worsen if a golf course is closed and it was using the macronutrients Canada products, it will indicate that the company’s product will shut down thus the company will be in a position of losing the current customers.  
Economic 
The market of consumer fertilizer is set to be highly competitive by having 2 main firms this is Premier Tech Home, Scorts Co, and also the garden.  From the research, it was evident that the above 2 firms were able to control 70% of the total consumer market.  This becomes now a threat in that the two big companies have already gained brand awareness as the consumers vividly know them and also trusting them. 
Almost all of the lawn care products are mainly distributed based on distinct retailer types for instance discount stores, Walmart, and Canadian Tire being good examples of these stores. This is also a threat in that the Macronutrients Company will be forced to sell their products based on these stores and accompanying with low prices,
Competitive 
When it is compared to the two main competing firms which are Premier Tech Home and Garden and the Scott CO. Macronutrients will not possess the awareness of the brand name as it will also have the lawn are the product.  These foams another threat since it is just relatively unknown to most of the consumers. 
Section C
Consumer Segment
The size for the consumer segment (without and with competitive loyalty data)
Without the competitive loyalty data.
$ 3.3 billion was spent purposely on lawn maintenance in the year of 2018 and the 62% of fertilizers and the addition of the 4% annual growth which amounted to b$ 2.1 billion in total 
Here we have the consideration of the 4% annual growth. This is because the maintenance that was used from 2018 as the data was analyzed in the following year 2019. 
With the inclusion of competitive data of loyalty.  
Here the 70 % from the consumer market, $ 1.5 billion, and also the 30% competitors of loyalty.  The information that was put into consideration was the competitive data for loyalty being more conservative. 
Breaking of the even point
Fixed cost 
Annual rent     $ 1,300,000.00
Miscellaneous    $ 32,350.00
Sales force      $ 1,000,000.00
Distribution cost   $ 428,000.00
General and administrative    $ 150,000.00
Marketing budget    $ 550,000.00
Research and development $ 58,680.00
Total fixed cost      $ 
Contribution margin
Retail price (rp) – variable cost (VC) = $ 15.30 
RP = $ 22.50
VC = $ 22.50*32% = $ 7.20
22.50-7.20 = $ 15.30
Breaking even in units 
Total fixed cost divided by the contribution margin
3,554,200/ 15.30
= 232,301 10Kg bags. 
The required market share to be able to break even 
The market size
$3.3 billion multiplied with 62% of fertilizer spent added to the 4% of the annual growth 
= $ 2,127,840,000.00
Break even 
10kg 232,301 bags multiple [lied with $ 22.50 which is the retail price 
= $ 5,226,764.71
The size of the market 
$ 5,226,764.71 divided by $ 2,127,840,000 multiplied to 100
= 0.3 %
The size of the market that is required to break the even
4% annual growth will remain since it is the figure that was obtained from 2018 as we are analyzing the same information in the three the following year 2019. 
The production capacity 
Three thousand kgs perm moth is multiplied with the 12 months 
= 3,600,000 kgs for 1 year.
 Reflection 
This will be assessed by asking ourselves that, does the company has enough capacity of production that is required to reach the break-even point under this market segment. 
Under this, the breakeven point is in Kgs, for the consumer market it is 2,323,007 kgs on the other hand the production capacity is 3,600,000 kgs. This will simply mean that the company has enough production capacity required to reach the consumer market for the breakpoint.
In addition, this will leave 1,276, 9833 kilograms of the capacity production that is over the breakeven point. This will allow the company to produce more of the products as well as the profits that are past the breakeven point.  
The question to ask ourselves in assessing this is, is the market share that is required for breakeven seems to be achievable?
Following this is the idea that the market share that is required to break the even point is 0.3 %; this is achievable in that it is only 30% for the market consumer who has strong brand loyalty.  The remaining 70% who are not loyal to the brand will be easily assimilated to purchase the new product. 
Pros for launching towards the consumer market 
i. In Canada, the consumer segment in gardening is large. This accounted for the $ 4.3 billion when considering the retail sales in the year of 2018, in that the consumption of fertilizer was to account for 2 billion me the same industry with the fact that 70% of the Canadian consumers lack the brand preferences. Thus this suggests that the new product will still have the significant opportunity of breaking into the market. 
ii. The market is being anticipated with a growth of 4% annually
iii. Little brand loyalty, in this market 70% of the consumers lack concrete brand preferences. This, therefore, means that they will be open to purchase any new product presented to them. 
iv. The new company (Macronutrients Canada) was estimated to produce 3,000 kegs of New Growth monthly. This also means that the company can reach the breakeven point of the consumer market. 
Cons of launching the new product towards the consumer market
Disadvantages 
i. Lawn care is considered to be a highly seasonal kind of business in which 70% of the total sales accords during the months of April-September.
ii. There is the presence of hang competition for the market of consumer fertilizer by having the 2 top companies; Scotts Co and the Premier Rich Home and garden donation. 
iii. For the discount stores, they ask for the concession of price special supports as they place strict requirements just for their orders.  This becomes a great disadvantage towards the consumer market in that the persistence of strict restrictions cuts towards the profits from the lawn care companies for example Micronutrients Canada. 

The segment for commercial 
Size of the commercial segment (without and with office complex and the apartment)
2,400 total numbers of golf courses 
$ 200,000.00 = total cost for the average maintenance
425 the water usage 
24% the water usage
Minus the office complex and the apartment
24, 00 * {($200,000.00 *4%) + ($200,000.00* 24%)}
Total = $ 316.8 million. 
Total commercial exclusive of the office complexes and the apartments 
The golf market is $ 316.8 million plus the apartment and the office complex multiplied by 10% of the golf market 
+ $348.5 million.
The bark even point 
50kg 77,753 bags 
Fixed cost 
Annual rent    $1,200,000.00
General and administrative $ 180,200.00
Research and development $ 60,650.00
Miscellaneous      $ 32,350.00
Distribution costs   $ 325,000.00
Sales force   $ 3,000,000.00
Marketing budget        $ 800,000.00

Total fixed cost      $ 5,598,200.00
The market share that is responsible to break even 2.9 %
2400 courses of golf multiplied with the yearly average in maintaninance $ 200,000 * 42% water usage)
+ (2400 courses of golf * average year maintenance * 24% fertilizer purchase)
Total = $ 316,800,000.00
Break even 
50 kgs 77, 753 bags @ $120 
= $ 9,330,360.00
The share of the market
$ 9,330,360 / $ 316,800,000 * 100
2.9 %
Population capacity
300,000*12 / 50kgs
= 72,000 bags of 50kg
Total cost savings of their golf operator 
Savings from water 
$ 27, 720 + $ 12,000= $ 39,720
Reflection 
Here we will assess the company if it has the production capacity which is enough for breaking the even point based on this market segment. 
3,887,639 kgs is take to be the break even point foe this market segment. Thus the 3,600,000 kg is the production capacity of the company.  This definitely means that the company does not have the enough capacity in production.  

The other is that, is the really the market share a requirement for breaking the eve point being considered to be achievable based on the market segment. 
The answer to this is NO. This is simply because the capacity of production towards the commercial market is not being able to meet the minimum amount of units which is required to meet the point foot breaking the even.  For this case study the minimum units that is required to meet the breakeven point for the commercial market is 77,753, 50kg bags which totals to 3,887,639 kg. On the other hand the maximum capacity of production in the new Micronutrients Company Canada is 3,600,000 kg. Therefore even if we assume that, the company produced and sold its maximum capacity they will also be in a position to lose money. 
Advantages for launching the new product in the commercial market
1. The popularity in golf courses is rapidly declining, this was evident from the number of rounds declined by a percentage of 15% this was in consideration to the last period of five years. Therefore the market demand for the new product is New Growth is possibly to decline since a lot of golf courses are forced to be bankrupt. 
1. In the fact that the micronutrients was to only produce 300,000 kgs of the new product per month.  This assures that, it will not be in a position to reach the demand required for breaking the even point based on the commercial market of 3,887,639 kg. 
1. It will be also recorded that the commercial market is smaller compared to the consumer market when examining the values.  For the commercial market its worthy is approximately $ 317 million while the consumer market is approximately slightly over $ 2.1 billion. 

Recommendations 
Here we will focus on the consumer market basically. This is because provides a high margin contribution which accounts for almost $ 1.53 per kg. In addition by the employment of the PESTLED analysis, the consumer market presents more options for succeeding I they future. Thus this is a is market for the ineffective competitor in positioning as well as customers who lacks brand loyalty. 
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